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Homemakers Respond To 
Elmo Roper reports attitudes of American home-
makers in a survey on canning and labeling foods 
M OST American women are satisfied with the present quality and labeling of canned fruits 
and vegetables. 
Interviewed were 7,500 women from a variety of 
locations, economic levels and types of communities. 
It was found that the average homemaker usually 
chooses canned foods according to the brand. Occa-
sionally she is guided by the size of the can or the 
price. On the whole she considers the price reasonable 
enough although she feels that she gets more food 
value for her money from fresh milk or fresh fruits 
and vegetables. 
. The chances are about 50-50 that she will read any 
farther on the label than the brand name. A con-
siderable number of the women interviewed were 
apparently unaware that the purpose of the informa-
tion on that piece of paper encircling their canned 
foodstuffs is to help the consumer get what she wants. 
If she does examine the label it is usually only to 
find out the size or the contents of the can. Less than 
10 percent of the women who look at labels read even 
the directions for preparation. 
The homemaker would hardly be expected to want 
more information on her canned 
goods if she doesn't read what she 
has already. The few consumers 
who would like to know more about 
the contents of their cans suggest 
the addition of the date of pack-
ing, the grade, the number of serv-
ings and whether tested or in-
spected. 
However, when American home-
makers were asked if they felt that 
buying would be facilitated by 
standard grades they answered in 
the affirmative. 
Although American women feel 
that grade labeling would be bene-
ficial they seem confused as to its 
exact meaning. Over half of the 
women interviewed thought that it 
included data on vitamin content 
and general nourishment. The 
value of the question regarding the 
benefit of grading would probably 
have to be discounted in the light 
of the fact that the homemakers 
failed to understand the meaning 
of the term. However, if they fe~l 
In his survey Mr. Roper studied effect of 
size, price, brand on canned food purchases 
November, I94I 
that grade labeling would be beneficial and that it re-
fers to nutritive value they are at least becoming nutri-
tion conscious, a long step in consumer education. 
The women were asked what factors they would 
take into consideration in deciding which of several 
cans of peas were best. Size was the only quality men-
tioned by more than half of them. When asked the 
same question regarding peaches, no one quality was 
mentioned by as many as one-fourth of the women. 
In choosing from a given list the four most impor-
tant qualities for judging peaches, flavor was the 
only factor mentioned by one-half of the women. 
While the findings of the survey would seem to 
show that the homemaker is satisfied with the present 
quality and labeling of canned fruits and vegetables 
her receptivity to change would indicate that satisfac-
tion may be due in part to her never having thought 
about the question. 
The variance of opinion as to the most important 
qualities in a given product seem to show that if 
grade labeling were introduced Mrs. Average Home-
maker would have considerable difficulty in finding 
the particular combination of features she prefers. 
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